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1. ERMA (Electronic Recording Method of Accounting System): The first 
core processor �6�����
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�E���� 2 "%C
=������
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manual Z$��
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2. MICR (Magnetic Ink Character Recognition): When a check is more than 
paper %_ 1956 �#���
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3. ATM: A bank doesngt need a teller or four walls �
%_ 1969 ATM "�����"9���
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4. Credit Card: Payment options "%C
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5. ACH: Expediting payment and settlement "%C
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6. Telephone: Computer-telephony integration, and the VRU �7�����
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7. Internet: Bringing functionality to the masses ��

�� Internet banking ��
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8. Check21: Check imaging ��
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2.1.2 Branch of Future 
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������ 2.1 Reinventing Branch Banking y Forrester Study (IBM Innovation Week 2006) 
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(IBM Corporation 2004) 

 
 
 
 
 

 
 
 
 

������ 2.3 Customer Experience (IBM Innovation Week 2006) 
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-    "$��	���	���
�� *��� &	����!.
�����������
��
�	���	"$��!��
!���
 (The 
Service Encounter)  

 �����	������!�%�� Forrester (2003) �������	�	���	������'���-3
&������&���!4
&��$	!���	����5�%�����6 	��� 92% %��9���	�$�		��!�&���
�
�����	�	���	�������-3
&������&���!4

�� ���
������ 38% �����
����� 71% %��9���	�$�		��!�&���(��������	�	���	�������-3
��	��� �6+
���	�-���$
=��"
��	����
���	!�)�>�
������ 85% %��9���	�$�		��!�&���(��������	����
���

��	!��!���%�������� (Customer Loyalty) ���&��
������	���� ���+�	����"$���	&
!�&
 
��
� �6+��	�	���	������  

 ��	�	���	������'���-3
&������&���!4&��$	!��� �
�������(�
�!
 50% %��������6
���	
��"$�5���&6
���	"
��	������
9����������� 2 �	!#�����
!#
 $�!����
!#
����%����-����
�-
"(��	���	6
���	���
 70% %��������6
���	������!���	�	���	����
��������
���$
=���	!#�"
-@���
9��

� 79% %��������������	!���	�	���	���������!�
�"(��	���	��� 

 
2.2    ���������!	���"��#� 

 

 Venkatraman and Delpachitra (2008) �����
��"�
�?�A"��>
>6=�<�>�"��
��Z$��

��������

?�� ?%
?���:��= nHardwareo "�7
��� ����[[�@ !6? nPattern Matching 
Softwareo. ���A%
?�����E��i7 ?����������!�7
=���i�!6?F�:96�:<:�
��=�����:"9B���������i
@A
!�����"��>
>6=� (Lomax, 2000; Maltoni & Maio, 2003) �=7��<
�;���%
?�����8�9���
"��>
>6=��$E
�=i7�����@8�9������ ����[[�@ ����"
;� !6?����!�7
=�����>%
!�
� 
Venkatraman and Delpachitra, 2008 <:������
"%
�=�"��=�"��>
>6=�<�>�"��
��%
?"8�
�7��D ���������=i7�
%&  ���
 !6? �:���"%C
 SWOT analysis :����
����� 2.1 Z$��!�:����"%
�=�"��=�

?��7��
��� ����!�7
=�� ����
7�"�B��#B� ����"%C
�7�
��� !6?�B�
D  

 



11 
 

��
����� 2.1 !�:� SWOT analysis ���"��>
>6=�<�>�"��
��!�76?%
?"8� (Venkatraman & Delpachitra, 2008) 

Biometrics 
Single-node cost 

(includes hardware) Strengths Weaknesses Opportunities Threats 

Face recognition Low Easy; fast; one of the least 
expensive methods 

Subject to spoofing attempts; awkward 
lighting in the image can affect 
authentication 

General Reliability (changes in lighting and 
photo angles affect the reliability of 
data) 

Fingerprint  Low Inexpensive, very secure, 
uniqueness, ease of capture 

Latent prints, cuts and dirt can mar 
image 

Law enforcement corporate 
databases; long standing 
reputation 

Validity of matching accuracy 
(masking the finger to avoid the 
match; ability to force a false match) 

Palm scanning/ 
hand geometry 

Moderate Tiny storage requirement; intuitive 
operation 

Slow, less accurate than finger 
scanning 

Manufacturing/shop floors  Confidentiality (hijacking of contour 
data that are simple could affect 
privacy) 

Iris/retina scanning High  Extremely difficult to fool   Intrusive and inconvenient Nuclear facilities, medical services, 
correctional institutions 

Ability to presenting a photo of the 
targetgs iris. (lack of liveliness 
testing), printing iris pattern on 
contact lenses 

Thermal image   Extremely high Extremely difficult to fool  Requires expensive infrared cameras Sites requiring ultra high security User acceptance (involves infrared 
imaging that could be seen intrusive) 

Voice print Low Inexpensive; good for remote 
access 

Slow; can be affected by physical 
condition or emotional state 

Remote banking, remote database 
access 

Reliability (vulnerable to replay 
attacks) 

Signature recognition Low  Inexpensive  Can be affected by physical condition 
or emotional state 

Industrial  Data accuracy and reliability 
(variable trait data; vulnerable to 
replay attacks) 

 
11 
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2.3    ���������������� 

��	����� 2.2 &	 -��	����
�		*�		
 
No. Studies Research Purpose Factors 
1. Davis (1989) ��
c$�X���

��
i�#$�%
?>=�
A, ��

��
i�#$������7�=�
��
�����
  !6?��
=��
��"��>
>6=���
�
"�c 

(Perceived Usefulness, Perceived Ease of Use, and User Acceptance of Information Technology) 
-    Perceived Usefulness  
-    Perceived Ease of Use 
-    Self reported system usage 

2. Davis et al. (1989) ��
c$�X���
=��
��"��>
>6=����9��"��
A>:=��
"%
�=�"��=�!�� ��6�� 2 !���B� TRA !6? TAM 
(User Acceptance of Computer Technology: A comparison of two theoretical models) 

-    Intention to use 
-    Attitude 
-    Subjective norms 
-    Perceived Usefulness  
-    Perceived Ease of Use 

3. Curran and Meuter (2005)  ��
c$�X���
=��
��"��>
>6=���������
�
���
���"���
��
�� �
���
 >:=��
"%
�=�"��=� 3 "��>
>6=� <:�!�7 
ATMs, bank by phone, online banking 
(Self-service technology adoption: comparing three technologies) 

-    Perceived usefulness 
-    Perceived ease of use 
-    Need for interaction  
-    Risk  
-    Intention to use  
-    Attitude toward  

4. Ramayah and Jantan 
(2004) 

��
c$�X���
=��
��"��>
>6=��
��c
����7�
����6 
(Technology Acceptance: An individual perspective current and future research in Malaysia) 

-    Perceived usefulness 
-    Perceived ease of use  
-    Attitude Toward  
-    Intention to use 
-    Actual use 
-    External variables 
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��	����� 2.2 (���) 
No. Studies Research Purpose Factors 
5. ��<66��X@A "�
��
?�i6 (2550) ��
���"����
@A
?=?=�������
=��
�� e-Learning �
@�c$�X�: 
��c$�X�
?:��%
�[[��
� ������=�6�=

�
��"�9  
(A Longitudinal Investigation of e-Learning Adoption: Case Study in Bangkok University 
Undergraduate Students) 

-    Perceived usefulness  
-    Perceived ease of use 
-    Attitude 
-    Intention to use  
-    External variables  
-    Usage 

6. ����� =�:"�B�� (2550) ��
c$�X���
=��
��"��>
>6=����"�
B���"67
 mp3 <�9�:�
%
?"�c<�=  
(TAM on iPod in Thailand) 
 

-    Perceived usefulness  
-    Perceived ease of use  
-    Attitude Toward  
-    Behavioral Intention  
-    Actual use  

7. Lu et al. (2003) ��
c$�X���
=��
��"��>
>6=���
"��
A"
�<
���= 
(TAM for wireless internet) 

-    Technology Complexity  
-    Individual Differences 
-    Long-term usefulness 
-    Near-term usefulness 
-    Ease of use 
-    Intention To Accept 
-    Facilitating Conditions 
-    Social Influences 
-    Attitude to use 
-    Wireless Trust Environment 

    13 
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��	����� 2.2 (���) 
No. Studies Research Purpose Factors 
8. Lassar et al. (2005) ��
c$�X��������9�
�A���Fi��
�>8�"��>
>6=�!6?��@6��X@?"z9�?����6�����
�����
<6
ABanking  

(The relationship between consumer innovativeness, personal characteristics, and online banking 
adoption) 

-    Consumer innovativeness  
-    Technology self-efficacy and experience 
-    Type of web/internet use 
-    Demographic characteristics 

9. Parveen and Sulaiman 
(2008) 

��
c$�X���
=��
��"��>
>6=���
"��
A"
�<
���=�
%
?"�c��"6"Z�= 
(Technology Complexity, Personal Innovativeness And Intention To Use Wireless Internet Using 
Mobile Devices In Malaysia) 

-    Perceived usefulness 
-    Perceived ease of use 
-    Intention To Accept 
-    Technology Complexity 
-    Personal Innovativess 

10. Rosen (2004) ��
c$�X�F6�
?���������6����
� !6?��6���:"��>
>6=��
��
=��
��"��>
>6=� 
(The Effect of Personal Innovativeness in the domain of Information Technology on the acceptance 
and use of technology: A Working Paper) 

-    PIIT  
-    Behavioral Intention  
-    Use Behavior 
-    Performance and Effort Expectancy  
-    Social Influence  
-    Facilitating Conditions 

11. Kishore et al. (2001) ��
c$�X�������������6����
� !6?��6���:"��>
>6=�!6?%
?�����8�9�
��
=��
��"��>
>6=� 
(The role of Personal Innovativeness and Self-Efficacy in Information technology acceptance:  An 
extension of TAM with notions of Risk) 

-    Personal Innovativeness in IT 
-    Perceived usefulness 
-    Perceived ease of use 
-    Behavioral Intent  
-    Usage Behavior 
-    Task Performance 
-    Computer Self yEfficacy 
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��	����� 2.2 (���) 
No. Studies Research Purpose Factors 
12. Lee et al. (2006) ��
c$�X�����������
=��
��"��>
>6=��
��
�����=F6�
?����� image interactivity 

(The role of the technology acceptance model in explaining effects of image interactivity technology 
on consumer responses) 

-    Hedonic shopping orientation  
-    Utilitarian shopping orientation  
-    Level of IIT 
-    Perceived usefulness  
-    Perceived ease of use  
-    Perceived enjoyment  
-    Attitude toward  
-    Behavioral Intention 

13. Venkatraman and 
Delpachitra (2008) 

��
c$�X���
���"��>
>6=�<�>�"��
���
:��
����%6�:8�=����
���
  
(Biometrics in banking security: a case study) 

-    Information security models 

14. Pikkarainen et al. (2004) .=�)���	��
	!����5
5���  online banking %���� �
������6
���	"
-	���. Finland ����� �
�!������
&	 -��� 
�����-B��!���#
>�
����C)D� TAM ��� PU ��� PEOU ���� �!�
�-B��!����
����
&���!4���&��9�
������
&
"������	��
	!����5
5��� online banking ������ ��		!�	��'=����
���������
"
��	"(��	���	 
-	�
�*%��%��
��%���&�	�������!��	���	 ���
-����!�������
�-3
&��
�!�"
��	"(��	���	 � *���%��
��	�(���
�����
���	+�
�  
(Consumer acceptance of online banking: An extension of the technology acceptance model) 

-    Perceived usefulness 
-    Perceived ease of use 
-    Perceived enjoyment  
-    Amount of information  
-    Security and privacy  
-    Quality of Internet connection  
-    Usage 

15. Eriksson et al. (2004) ��
c$�X���
=��
��"��>
>6=���
"��
A"
� banking �
%
?"�c"��>�"
�= 
(Customer acceptance of internet banking in Estonia) 
 

-    Perceived usefulness 
-    Ease of use 
-    Trust 
-    Usage 

    15 
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��	����� 2.2 (���) 
No. Studies Research Purpose Factors 
16. McKechnie et al.(2006) ��	.=�)���	��
	!����5
5���"
��	"$��	���	���-�����
��
+ 

(Applying the technology acceptance model to the online retailing of financial services) 
-    Perceived usefulness 
-    Perceived ease of use 
-    Attitude toward using 
-    Extent to use 
-    Consumer Demographics 
-    Product Category Involvement 
-    Experience with Technology 

17. Wang et al. (2003) ��	.=�)����
&!
�!
6+%�������-B��!������&��9��	��������	��
	!����5
5�����
���	+�
,�Banking %��
6
���	�$��$
=��"
-	���.���$�!
5�����
�����-B��!� ��� ��		!�	��'=�-	�5�(
+������	!� �����		!�	�'=����

����"
��	"(���
 
��-3
��#
>�
 �������
-B��!���		!�	��'=����

���(���'��%�����5
5��� 	�
'=��	����%�����

-����!�������
�-3
&��
�!�  
(Determinants of user acceptance of Internet banking: an empirical study) 

-    Perceived usefulness  
-    Perceived ease of use  
-    Perceived Credibility  
-    Behavioral Intention 
-    Computer Self -Efficacy 

18. Agarwal and Prasad 
(1998) 

��
c$�X��
��!
���:���%&  �=����6����
� !6?��6���:"��>
>6=� 
(A Conceptual and Operational Definition of Personal Innovativeness in the Domain of Information 
Technology)  

-    Relative advantage 
-    Ease of use 
-    Compatibility 
-    Computer playfulness 
-    Intention to use  
-    Personal Innovativess  

19. Agarwal and Prasad 
(1997) 

��
c$�X�������������6����
� !6?��6���:"��>
>6=�!6?��

��
i�#$���������
� �
��
=��
��
"��>
>6=� 
(The Role of Innovation Characteristics and Perceived Voluntariness in the Acceptance of 
Information Technologies) 

-    Innovation characteristics  
-    Perceived Voluntariness 
-    Current and Future use 
-    Intentions 

 
16 



17 
 

��	����� 2.2 (���) 
No. Studies Research Purpose Factors 
20. Amin (2007) ��
��"�
�?�A mobile credit card Z$��<%�
$���
 mobile-based technologies �����
�� �
8���
���
���6�����

�
� 
����"9����7�������������?:�����6i���� Z$��Fi��� �=�����
c$�X�'=�-B��!�����	���������
&
"�"
��	
"(���
 mobile credit card %��������%��6
���	"
-	���.
����E�� 
(An analysis of mobile credit card usage intentions) 

-    Perceived usefulness 
-    Perceived ease of use 
-    Perceived credibility 
-    The amount of information  
-    Usage intentions 

21. Hu et al. (1999) ��
c$�X���
=��
��"��>
>6=�5�	��(�		
 
(Examining the Technology Acceptance Model Using Physician Acceptance of Telemedicine 
Technology) 

-    Perceived usefulness  
-    Perceived ease of use  
-    Attitude  
-    Intention to use 

22. Seyal and Rahman (2007) ��
c$�X�%&  �=8�=
������������96�7���
�����
"��
A"
� 
(The influence of external variables on the executivesg use of the internet) 

-    Perceived Usefulness 
-    Perceived Ease of Use 
-    Usage  
-    Computer Self-Efficacy 
-    Personality-Risk-taking 
-    Personality-Autonomy 
-    Computer Attitude  

23. Bigne´-Alcaniz et al. 
(2008) 

��
c$�X������96�������i6��
<6
A���%%���!6?��
"6B��
����
"��
A"
����%%��� 
(Influence of online shopping information dependency and innovativeness on internet shopping 
adoption) 

-    Usefulness 
-    Ease of Use 
-    Attitude  
-    Innovativeness 
-    Online Information Dependency 
-    Future shopping intention 
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��<
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��X
@
A "�


��

?
�i6

 (2
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��
���
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�:

"�
B��
 (2
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0)
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lai
ma

n (
20
08
) 
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gn
e´
-A
lca

niz
 et
 al
. (
20
08
) 


�
��

�E��
�:

 

��

��
i�#$������7�=�
��
�����
 
(Perceived Ease of Use) 

� � � � � � � � � � �  � � � � � � � � � 20 

��

��
i�#$�%
?>=�
A 
(Perceived Usefulness) 

� �   � � � � � � �  � � � � � � � � � 18 

��c
��������F6�7�9|���

� 
(Attitude Toward)  

�   �  �    �  � � �  � � �  � 11 

" �
���� ?�����
 
(Behavioral Intention)  

� � � � � � �   � � � � � �  � � � � 17 

��
�����
 
�� 
(Actual Use) 

� 
 

�      � � �     � � � �   
9 
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���.=�)�'=�-B��!����
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5��� 
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       %&  �= 
 Da

vis
 et
 al
. (
19
89
) 

Ag
ar
wa

l a
nd

 P
ra
sa
d 
(1
99
7)
 

Ag
ar
wa

l a
nd

 P
ra
sa
d 
(1
99
8)
 

Sa
thy

e (
19
99
) 

Ki
sh
or
e e

t a
l. (
20
01
) 

Lu
 et
 al
. (
20
03
) 

W
an
g 
et 
al.
 (2
00
3)
 

Pik
ka
ra
ine

n e
t a
l. (
20
04
) 

Er
iks

so
n e

t a
l. (
20
04
) 

Ro
se
n (
20
04
) 

Cu
rra

n a
nd

 M
eu
ter

 (2
00
5)
  

Jo
hn
so
n (
20
05
) 

La
ss
ar
 et
 al
. (
20
05
) 

Le
e e

t a
l. (
20
06
) 

Mc
Ke

ch
nie

 et
 al
.(2

00
6)
 

Tr
oc
ch
ia 
an
d 
Ai
ns
co
ug

h (
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) 

Ve
nk
atr

am
an
 an

d 
De

lpa
ch
itra

 (2
00
8)
 


�
��

�E��
�:

 

����%6�:8�=!6?����"%C
�7�
��� �     �       � �     �       �         � 6 

6��X@?�����
� "��>
>6=�   � �   � �       �     �           � �   8 

%
?�����8�9�
��
���"��>
>6=�         �   � �         �   � �   �       7 

����Z��Z��
���"��>
>6=�      �   � �   
 

  �                 �     4 

����"�B�����
           �     �                         2 

%
���@�������i6�7����
               �       �         �         3 

��

��
i�#$�����
7�"�B��#B�              �                   �         2 

��

��
i�:��=��������
�     �                                       1 

������:"�;
�7�
����6  �                             �           2 

����������
��
�B����

?��7����
                     � � �         �       2 

��

��
i�#$�����"���=�                     � � �                 2 

��

��
i�#$�����"96�:"96�
      �         �           �               3 

!
��::�
 �������            �       �                       2 

2.4 
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2.5    ���	
������
�� 
 

 "
��	.=�)�
�#���.=�)��
��������C)D����������%����!�����-
�# 
2.4.1 ��
!9
7�
? �=
����

� (Diffusion of Innovations: DI) 
 �
������	��	��	����
�!��		
 5�� Everette M. Rogers (1983) ����������=
����7���
!9
7�
? �= �
B� nDiffusiono �B� �
?��
��
���
����

�#i��B����
F7�
�7�����

?��7������������=i7�

?������� @ �7��
?=?"�6��
$�� 
 

������ 2.4 �&�����A%
?��������
!9
7�
? �=
����

� 
 
 
 
 

 ���A%
?��������
!9
7�
? �=
����

� -	�������� 
����

� (Innovation)  
�7�������
�B����
 (Communication Channels) �7��
?=?"�6��
$�� (Time) ���
?������� 
(Social System) 

 ��	��	��	����
�!��		
����%=#
5��9��
�	���
��	�!�&�
"� 5 %!#
��
�����

���-&����	��
	!� ��� ��E
��

���
�� (Awareness) ��E
��
��
�
�  (Interest) ��E
��
��

%
?"��
F6 (Evaluation) ��E
��
��
�:6�� (Trial) !6?��E
��
=��
��%w����� (Adoption) E=�����
��� ��������-F��&6��	��
	!�
�!��		
 * ����"��,��� ��� Rogers ����-����
��	
���

�	���
��	�!�&�
"��!#� 5 %!#
��
"$
� �!�
�# 

 
������ 2.5 �&���	���
��	�!�&�
"� 5 %!#
��
"
��	��
	!�
�!��		
 

 
 
 
 
 
 


�!��		
 	���&!��
 
(���	�������$
=�� 
(��������	&���&�	 

���
	�� (!�(�
 �!�&�
"� ��	�	��
"(� ��
�!
 

-F��&6 

��
	!� 
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 ����
i� (Knowledge) ��E
��
!
��6�� ��
����

�#i�"F=!9
7����� !6?=��<�7��
����i6���
����

�
�E
�
�6�:���"9�=�9�  

 �����
 (Persuasion) ��E
��
�������6"
����
� �

����

� !6?9=�=����
������
����i6���
����

�
�E
 

 ��:��
�  (Decision) ��E
��
�������6
�E
�
��#$�8�9
�����
����

� !6?
"%
�=�"��=����:� ���"��=���
����

� "9B����� ?��:��
� %w�"���
B�=��
��
����

�
�E
 

 ��
"
������ (Implementation) ��E
��
�������6
�E
"
��������

����

� >:=��"�
�?�A
#$�%
?>=�
A���
����

� 

 =B
=�
 (Confirmation) ��E
��
��:���=�������6 ?��:��
� �����

����

�
�E
�7�<%  
 Rogers (1983) 
���
 5 6��X@?���
����

�����������96�7���
=��
�� �!�����-
�# 

1) %
?>=�
A"���"%
�=�"��=� (Relation Advantage) ���=#$� 
?:�������

��
i�#$�
%
?>=�
A��� ?<:�
�� ����

��
����

��������
 

2) ������:�6������
����

� (Compatibility) ���=#$� ������:�6���!6?
"���?�����
����

� "�B��
��������
�����%
? ����
 ����
#"�����
<:�:��������������=i7":�� 

3) ����=�7�=�� !6?Z��Z��
���
����

� (Complexity) ���=#$� 
?:���������
=���7�=�
��
��� ?�����

����

�
�E
D  

4) ��
�:6����� (Trial Ability) ���=#$� %
?��@�����
�:��� �:6�������


����

��7�
��� ?��:��
� "6B��
��<%�����
 

5) ��
���"��<:� (Observe Ability) ���=#$� 
?:�����F6���<:�
�� ����

��

����

�
�E
����
#���"��<:��7�= ���
���"9�=��: 

 

8�9��� 2.6 !�:����A%
?������
����

�����������96�7���
=��
�� 
 

 
 
 
 
 
 
 

%
?>=�
A"���"%
�=�"��=� (Relation Advantage) 

������:�6������
����

� (Compatibility) 

����=�7�=��!6?Z��Z��
 (Complexity) 

��
�:6����� (Trial Ability) 

��
���"��<:� (Observe Ability) 

���A%
?������
����

� 
(Perceived Attributes of Innovations) 
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2.4.2 �|X����
�
?���:��="���F6 (Theory of Reasoned Action: TRA) 
 �|X����
�
?���:��="���F6 >:= Ajzen and Fishbein (1980) �67��#$���
�
?���
:��="���F6�7�����6 ?��:��
� ��� ?�
?����
B�<�7�
?���9|���

� �������i6������=i7 �|X��
�E
�����=�7��
�X=A"%C
Fi���"���F6!6?�������i6������=i7�=7��"%C

?�� !6? ?9� �
@�F6���"��: ��
��
�
?�������
�7�
��:��
� 6��B��
?����
B�<�7�
?���9|���

��:9|���

��
$�� 9|���

�
�������6 $��=i78�=�����
���������" �
��������6 :��
�E
" �
�"���9|���

��
B�������E�� 
��� ?�
?���9|���

��������6 $�"%C
�������
:�����6���:�����
�
?��� ���!%
���"%C
%&  �=���
" �
�"���9|���

��
B�������E�� ��� ?�
?���%
?���:��= %&  �="���=������c
��� (Attitude 
Factors) <:�!�7 ������:�����
F66�9�A !6?��@�7����F66�9�A�����:���� %&  �="���=����
%���#�
 (Normative Beliefs) !6?%&  �=���"��: ��!
� i�� ���%w�������� (Motivation to 
Comply) 
 �67���B�9|���

�������������
�X=A (Social Behavior) <�7<:�#i��
?���>:=
��"��� i�� �����:������%��[[? (Unconscious Motivate) �
B�������:������:���!�76?
����6 ?��:��
� ��� ?
7���
B�<�7
7���
9|���

���
%w������=7���:�=7���
$�� (Ajzen, 1975) 
 

������ 2.7 Theory of Reasoned Action (Ajzen & Fishbein, 1980) 
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2.4.3 !�� ��6����
=��
��"��>
>6=� (Technology Acceptance Model: TAM) 
 �����������	��
	!����5
5��� 5�� Fred D. Davis (1989) E=���!G
����

��������� TRA (Theory of Reasoned Action) 5���!#�&

��>�
��� ��		!�	��'=�-	�5�(
+���
���	!� (Perceived Usefulness: PU) ��� ��		!�	��'=����
����"
��	"(���
 (Perceived Ease of 
Use: PEOU) �-3
-B��!����&��9������	"(���
�	��%��	���$	�����5
5��� 5��
���
�!#� 2 -B��!�
����!�
�# (Davis, 1989) 

1. ��

��
i�#$�%
?>=�
A���<:�
�� (Perceived Usefulness: PU) �B� 
?:������"�B��
�7�
����6�7���
�����
"��>
>6=���� ?�7�="9���%
?�����8�9��
�����
<:� 

2. ��

��
i�#$������7�=�
��
�����
 (Perceived Ease of Use: PEOU) �B� 
?:��
����"�B���7�
����6�7���
�����
"��>
>6=�
�E
<�7������
����9=�=���
��
�����
 �
B����
��
�7�= 
 %&  �=��E� 2 %&  �=
�E������"�B���>=�#$���
�B� ��

��
i�#$������7�=�
��
�����

�7�F6>:=�
������

��
i�#$�%
?>=�
A���<:�
��!6?��
�����
"��>
>6=� (Adams et al., 1992; 
Davis, 1989) Z$�� Davis (1989) ��
9��7����������9�
�A��

?��7������"�B�����Fi������

"���=������

��
i�#$�%
?>=�
A���<:�
�� ��"��>
>6=�!6?��c
����
B�" �
���� ?���"��>
>6=� 
�=7��<
�;�����

��
i�#$�%
?>=�
A���<:�
��=��!�:�#$�������:�6��������
�����
�����7�%&  �=
:��
�B�
D Z$������6��� ?�����
"��>
>6=��;�7�"�B��9��"��
��
i�#$������?:�����= %
?>=�
A !6?
!
��::�
 ������� (Saga & Zmud, 1994) "�B��9��"�����"�;
#$�%
?>=�
A���"��>
>6=�
�E
 
����
�E ?�6�="%C
!
�F6�����"��>
>6=�"%C
���=��
������6�:<:� (Müller et al., 2008) :��="���
�E
 $�������"%C
<%<:��
�������9�
�A>:=�
�
?��7������"�B��!6?" �
��
��
��� 
�� ��
�E=����
%&  �=8�=
������7�F6�
?���7���

��
i�#$�%
?>=�
A���<:�
��!6?��

��
i�#$������7�=�
��
���
��
���:��= (Davis et al., 1989) 

3. ��c
��������F6�7�9|���

���
���"��>
>6=� (Attitude Toward: A) �������=
�
��������� Davis (1989) ���=#$� %&  �=���<:�
��F6�
?�� ����

��
i�#$�%
?>=�
A���<:�
�� 
!6?��

��
i�#$������7�=�
��
�����
 
��<%�i7" �
���� ?���"��>
>6=��
B�
?��
�E
 Lu et al. 
(2003) 
�=������7� Attitude <���7�"%C
"���!�7�" �
� �
�@?��� Fishbein and Ajzen (1975) ���
�������=�������7� ��c
����"%C
����>�
"��=���� ��� ���!�:������>:=��
%
?"��
�����:
�����
$��:��=
?:����������
B�<�7��� Z$��
��<%�i7������E�� !6?" �
���� ?���  
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 "
���
 
$
=����� �!.
����������!�%��
����� �-3
&��
�!�%��� ����-3
�	�������
����������
 �!�
!#
�=���	"$�5���&9��"(������� �������!�&�
"���� &��$	!�9��"(����
��!.
�����������
���5
5���"$
�
!#
 ��	��
	!����5
5����-3
�-���5��-	�.���-B4$� &��
9��"(�����������!
�!�
���5
5���
���
!#
 �	�&�
�	'&	�����	��
	!�"$����5��&	�����	"(���
"$��������& ���������������� 
(Müller et al., 2008) 

 &���� ����
��� (2550) .=�)������������	��
	!����5
5���%����	�������

���������!� iPod "
-	���.��� 5��9���
���!�"
��	.=�)�&	 -��� ��		!�	��'=�-	�5�(
+������	!�
�����	"(� iPod �����		!�	��'=����
����"
��	"(���
 iPod �-3
-B��!�$�!������&��9��(��������
�!.
������
�C���		
"
��	"(���
 iPod ���-B��!�$�!����&��9��	����(�����"$��������
������
"(���

��%=#

� 2 -B��!���� �!.
������
�C���		
"
��	"(���
 iPod �����		!�	��'=�-	�5�(
+���
���	!� E=����	
����
������"(���

��%=#
���
&��9�"$�������	"(���
 iPod �	������
%=#
��
�-���� 
�-3
�-��
�����������	��
	!����5
5��� TAM 

 �
���� TAM ��
����6��������	����	*+����6������	��
	!����5
5�����������
�	���!
���� ��� TAM �!�
�� ����	���"
��	(�#�H������
����$,
%��9��"(���
"
	���$	��
���5
5�������H��������� �!�
!#
9�����!�$���I ���
 (�(�
 Davis & Venkatesh, 1996; Venkatesh 
& Davis, 2000) ��������
���!������� TAM "
&���������
�����������!
����- ������-3
��	
��&��
+'=�-	�&��6����%����������� 
�$�����
���!����
�� TAM 
�-	�� ��+"(�������!G
���	
��
	!����5
5���"$
�"
������ �&�$�		
 (�(�
 Chau, 1996; Igbaria et al., 1997; Agarwal 
and Prasad, 1998; Hu et al., 1999; Jiang et al., 2000; Chau and Hu, 2001; Horton et al., 
2001) 

 
������ 2.8 Technology Acceptance Model (Davis et al., 1989) 
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4. " �
���� ?�����
"��>
>6=� (Behavioral Intention) "%C
��
��:�����
� ���
����6Z$��
�����i79|���

� (Fishbein & Ajzen, 1975) !6? Davis et al. (1989) ����7�" �
� ?
�����
"��>
>6=�"%C
����"�B���>=�
?��7����c
������!�76?����6�����

��
i�#$�%
?>=�
A���
<:�
�� Z$���������9�
�A
?��7����c
���!6?" �
�<%�
��c������"
B��� ����
�������6������
�
� �
"��>
>6=� ?�7�F6�7�9|���

� !6?��

��
i�#$�%
?>=�
A��� <:�
�����" �
�"%C

�������9�
�A>:=�
�"9
�?����6����������
� ��� ?���"��>
>6=�
�E
�
?�
���7�"��>
>6=�
����
#�7�=%
��%
��%
?�����8�9��
�����
<:�  

5. ����%6�:8�=!6?����"%C
�7�
��� (Security and Privacy) "%C
%&  �=�����[���
#i�
��<%c$�X���
=��
��
?����
<6
A Banking �
�6�=�#���
��
"��
 (Roboff & Charles, 
1998; Sathye, 1999; Hamlet & Strube, 2000; Tan & Teo, 2000; Polatoglu & Ekin, 2001; 
Black et al., 2002; Giglio, 2002; Howcroft et al., 2002). Sathye (1999) 9��7�����%6�:8�=
!6?����"%C
�7�
���"%C
��%�
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